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ABSTRAK 
 
Penelitian ini bertujuan untuk menguji bagaimana shopping 
enjoyment tendency, positive affect, urge to purchase dan pre-
shopping preparation tendency berpengaruh terhadap impulse buying. 
Sampel yang digunakan dalam penelitian ini berjumlah 200 responden 
dengan menyebarkan kuesioner online yang di bagikan kepada 
pengunjung toko ritel Transmart Rungkut Surabaya. Penelitian ini 
menggunakan teknik analisis SEM dengan bantuan program LISREL 
8.70. 
  Hasil dari penelitian ini menunjukkan bahwa variabel 
shopping enjoyment tendency memegang peranan yang besar bagi 
konsumen untuk melakukan impulse buying, dengan adanya perasaan 
senang saat proses berbelanja maka akan timbul mood positif yang 
membuat konsumen memiliki keinginan untuk menghargai dirinya 
sendiri, sehingga urge to purchase akan semakin kuat dan kemudian 
akan terjadi impulse buying. Variabel pre-shopping preparation 
tendency berpengaruh negatif terhadap impulse buying, dengan 
persiapan pra-belanja yang dilakukan oleh konsumen maka tingkat 
impulse buying yang ada pada toko akan berkurang. 
Kata Kunci: impulse buying, pre-shopping preparation tendency, 
shopping enjoyment tendency, positive affect, urge to 
purchase 
  
xviii 
 
ABSTRACT 
 
 This study aims to examine the effect of shopping enjoyment 
tendency, positive affect, urge to purchase and pre-shopping 
preparation tendency against impulse buying. The sample used in this 
study is 200 respondents by distributing online questionnaires and 
distributed to visitors of the Transmart Rungkut Surabaya retail store. 
This study used SEM analysis technique with the help of LISREL 8.70 
program.   
The results of this study showed that the variable of shopping 
enjoyment tendency have a big role for the consumer to do impulse 
buying, with the feeling of happiness in the shopping process then 
there will be a positive mood that makes the consumer have the desire 
to appreciate themselves, so that urge to purchase will be stronger and 
then there will be impulse buying. The variable pre-shopping 
preparation tendency has a negative effect on impulse buying, with 
pre-shopping preparation that carried out by the consumers, the level 
of impulse buying in the store will decrease. 
Keywords: impulse buying, pre-shopping preparation tendency, 
shopping enjoyment tendency, positive affect, urge to 
purchase 
 
 
 
 
 
 
 
 
 
 
